8 
co 
j 
* 
: 
ae 


ip 


Re 


1991 Index of Articles in 


o 


Bank Marketing 


Published in Bank Marketing during 1991, this index 
was compiled using BMA’s online database FINIS. For copies, call 


ADVERTISING 
Advertising in a Recession: Keep It Up! Richard Boulton. (Feb., p. 33). 


Banks Took Generally Cautious Line in Advertising Support of Gulf 


War. (Mar., p. 6). 

Banc One Blitz Relies on ‘Brand’ Approach in Multi-State Promo. 
(Mar., p. 7). 

Bank-West Spurs Home Equity Line by Rate Ads. (Apr., p. 10). 

“Think Third” Ads Aid in Repositioning Effort at Tenn. Bank. (June, p. 
6, 12). 

U.S. Bank ‘Discourages’ New Business in Unusual Campaign. 
(June, p. 8). 

Emphasis Is on Strength, Stability at Old National. (July, p. 8). 

Outdoor Advertising Does the Job for Two Eastern Banks. (Sep., p. 10). 

Mid-Atlantic Image Ads Take on Safety and Soundness Overtones. 
Mary Colby. (Sep., p. 22-25). 

Visa Card Grows Fast and Furious. (Oct., p. 10). 

Special Effects Commercials Reach Seattle Consumers. (Nov., p. 6). 

Toledo Bank Features Hard-To-Beat Business Team. (Nov., p. 7). 

New Twist: Bank Syndicates Commercials. (Dec., p. 6). 

Bank Develops New Products, Campaign to Shed Old Image. (Dec., 
p. 7). 
Golden Coin Awards. Sylvester Flood. (Dec. p. 24-28). 


BANKING EDUCATION AND TRAINING 

Satellite Network Offered to Banks Nationwide. (Sep., p. 6). 

Training for Fee Income. Phillip D. White. (Aug., p. 34-35). 

Training Is an Investment, Not an Expenditure. Michael Ramundo. 
(Nov., p. 38-39). 


BRANCH OFFICES 

Penn. Bank Finds Gold in Mini-Branches for Retirees. (Jan., p. 10). 

Tenn. Bank Steps Up Merchandise Effort in Grocery Promos. 
(Apr., p. 5). 

Micromarketing for the Branch Network. (June, p. 26-28). 

A Conversation with A.P. Giannini. (July, p. 12-16). 

Identifying Micromarkets at the Branch Level. Stephen M. Herz and 
James P. Schultz. (Aug., p. 18-21). 

Home Buyers Mortgage Office Opens with an All-American 
Promotion. (Sep., p. 6). 
Bank Turns Double-Decker Bus into Mobile Branch. (Sep., p. 7). 
Puzzle Pieces Attract Customers to New Branch. (Oct., p. 7-8). 


COMMUNITY REINVESTMENT ACT 
Case Study: CRA Turnaround. Kenneth H. Thomas. (July, p. 20-23). 
CRA Newsletter Aids Compliance. (Aug., p. 8). 


COMMUNITY RELATIONS 

Potato Perestroika: West One Bank Sponsors Idaho Town's Tech 
Exchange with Poland. (Jan., p. 6, 8). 
They're Jammin’ in Penn. (Jan., p. 7). 


the BMA Information Center, 1-800-433-9013. 


Penn. Banks’s Calendar with Historical Photos Sparks Wide Local 
Interest. (Feb., p. 6). 

Alaska Bank Wins Community Praise for P.M. Shutdown. (Feb., p. 6, 8). 

24-Hour Automated Service for Hearing Impaired Debuts. (Mar., p. 7). 

Prepaid Program Helps State Ease College Costs. (Aug., p. 7-8). 

CRA Newsletter Aids Compliance. (Aug., p. 8). 

Employee involvement in Community Activities: Can It Be a Matter of 
Choice? Jo Thorton. (Oct., 36-37). 

How Does It Play in Peoria? Sylvester Flood. (Dec., p. 42, 44). 


CORPORATE CULTURE 

Credit Suisse Makes Good on Motto’s Promise. Christoph W. 
Oggenfuss. (Apr., p. 61, 64). 

The Value of Structure. Lance E. Kessler. (May, p. 24-26). 

A Conversation with John B. McCoy. Barry I. Deutsch. (Aug., p. 
12-16). 

It Will Happen Here. Samuel D. Ostrow. (July, p. 24-26). 

The People That Write the Ads Don't Have to Meet the Customers. 
James H. Donnelly, Jr. (Dec., p. 38-39). 


ECONOMICS 
A Conversation with Lester Thurow. Barry I. Deutsch. (Sep., p. 18-20). 


EMPLOYEE COMMUNICATIONS 
Mich. BHC Upgrades Product Knowledge in Employee Contest. (Apr., 
p. 5-14). 
Satisfying the Internal Customer. Larry G. Galledge. (Apr., p. 46-48). 
It Will Happen Here. Samuel D. Ostrow. (July, p. 24-26). 
‘Proactive Relationship Banking’ Helps Keep Customers. (Sep., p. 39). 
Training Yields Big Results. Barbara D. Haas. (Nov., p. 30-32). 


ENVIRONMENT 
Seedling Promotion Sprouts Environmental Theme. (May, p. 8, 12). 
When a Good Cause Is Also Good Business. Joseph Asher. (June, p. 
30-32). 
Bank and Dept. Team Up to Help Endangered Falcons. (Sep., p. 13). 
To Help Save Wildlife, Conservation Bank Issues Zoo Affinity Cards. 
(Oct., p. 7). 


FUTURE OF BANKING 
Banking in the Year 2015. Robert B. Hedges, Jr. (Sep., p. 29-33). 


HOME BANKING 
Retail Bankers: Marketing May Not Be Enough. (Jan., p. 22-25). 


IMAGE 

Banc One Blitz Relies on ‘Brand’ Approach in Multi-State Promo. 
(Mar., p. 7). 

Dropping ‘Trust’ From Name Works OK for Philadelphia Bank. (May, 
p. 7, 10). 
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Emphasis Is on Strength, Stability at Old National. (July, p. 8). 

Bankers’ Public Image. Robert E. Stevens, David L. London and Lesa 
W. Lawrence. (July, p. 17-19). 

Mid-Atlantic Image Ads Take on Safety and Soundness Overtones. 
Mary Colby. (Sep., p. 22-25). 

Playing the Name Game. Lauryn Franzoni. (Oct., p. 20-23). 

Northern Trust Goes for Broke with ‘Private Safety.’ (Oct., p. 34-35). 

Bank Aims to Help Businesses Survive. (Dec., p. 6). 

Bank Develops New Products, Campaign to Shed Old Image. (Dec., 
p. 7). 

Desktop Publishing: Your Corporate Identity on the Line. Kenneth M. 
Morris. (Dec., p. 18-23). 
LOAN MARKETING 

First of America Waives Card Loan Interest to Lure New Accounts for 
‘Select Purchase.’ (Feb., p. 7-8). 

Outside Directors: A Winning Sales Team for a St. Louis Bank. Richard 
Ringer. (Feb., p. 24-27). 

Home Buyers Mortgage Office Opens with an All-American 
Promotion. (Sep., p. 6). 

Low-interest Loans Offered to Persian Gulf Veterans. (Sep., p 8). 

Toledo Bank Features Hard-To-Beat Business Team. (Nov., p. 7). 


MARKET RESEARCH 

The PC Revolution: Marketing information at the Ready. Barry I. 
Deutsch. (Jan., p. 26-28). 

The Electronic Database. Howard Cohen. (Jan., p. 29-31). 

Do You Have the Right Moderator for Your Focus Groups? Here Are 
10 Questions to Ask Yourself. Thomas L. Greenbaum. (Jan., p. 43). 

Service Quality, Sales Skills Still Seen on a Decline. (June, p. 6, 12). 

Should You Do Your Own Focus Groups? The Answer Is No—and 
Here’s Why. Thomas I. Greenbaum. (June, p. 39). 


MARKET SEGMENTS 
First Tenn. Offers Add-On CD As Lure for ‘Yuppie’ Market. (Jan., p. 8). 
Meeting Affluent Customers’ Needs Poses Financial Opportunities and 
Challenges. Nino DeNicola. (Feb., p. 35-36). 
‘Think Third’ Ads Aid in Repositioning Effort at Tenn. Bank. (June, p. 
6, 12). 
Building Trust Relationships with Younger Customers. (June, p. 43). 
Bankers Trust Sheds Its Stodgy Image As Private Bank Woos the New- 
Money Set. (June, p. 41). 
First Trust Broadens Product Mix to Lure ‘Boomers.’ (Aug., p. 23). 
East Coast Private Banks Descend on Affluent L.A. (Oct., p. 35). 
Offitbank Seeks to Expand Affluent Niche with Trust. (Dec., p. 32). 
Union Planters Pitches Boomers with ‘Capital Control.’ (Dec., p. 33). 


MARKETING 

Retail Bankers: Marketing May Not Be Enough. Deborah L. Cowles. 
(Jan., p. 22-25). 

Service Is King in the Deep South. Mary Colby and Karen Kahler 
Holliday. (jan., p. 32-35). 

Alaska Bank Wins Community Praise for P.M. Shutdown. (Feb., p. 6, 8). 

Sales Training and Performance Sell Market Master Funds. Mary Beth 
Libbey. (Feb., p. 39). 

Does Marketing Have a Role in Real Estate Workouts? And How! 
Georgette Bennett. (Feb., p. 39). 

Electronic Banking: Building a Bank Network Brand Identity. 
Elizabeth A. Taylor. (Mar., p. 32-34). 

C&S ‘Super Season’ Brings in $620 Million. Spencer L. Dworkis. (June, 
p. 36-38). 

Strategic Use of Technology Can Achieve Marketplace Dominance. 
Michael P. Sullivan. (July, p. 34-35). 

Image Processing Finds Success at First interstate. (July, p. 9). 
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To Help Save Wildlife, Conservation Bank Issues Zoo Affinity Cards. 
(Oct., p. 7). 

New Twist: Bank Syndicates Commercials. (Dec., p. 6). 

Golden Coin Awards. Sylvester Flood. (Dec., p. 24-28). 

More Banks Are Going Direct: A Report on Direct Marketing. James E. 
Turner. (Dec. p. 29-31). 

How Does It Play in Peoria? Sylvester Flood. (Dec., p. 42, 44). 


MARKETING MANAGEMENT 

Customers Cannot Be Satisfied Until After They Are Not Dissatisfied. 
James H. Donnelly, Jr. (Jan., p. 40-41). 

A Conversation with Richard S. Braddock. Barry I. Deutsch. (Jan., p. 
16-21). 

A Morning with Carl Schmitt. Barry I. Deutsch. (Feb., p. 12-19). 

Community Banks Fight Back with High Energy, Savvy. Mary Beth 
Libbey. (Feb., p. 20-23). 

Faculty Corner: The Marketing Stake in ALCO. Paul M. Diesel. (Mar., 
p. 35-37). 

Mistakes That Service Companies Make in Quality Improvement. 
Leonard L. Berry. (Apr., p. 68-69). 

A Conversation with Richard A. Kirk. Barry I. Deutsch. (May, p. 18-22). 

The Value of Structure. Lance E. Kessler. (May, p. 24-26). 

A Conversation with Douglas Anderson. Barry I. Deutsch. (May, p. 18-22). 

A Conversation with A.P. Giannini. Barry I. Deutsch. (July, p. 12-16). 

Grant Program Makes Marketing More Sales-Oriented. (Nov., p. 7). 

A Conversation with J. Terrence Murray. Barry I. Deutsch. (Nov., p. 
12-16). 

Nashville News. Mary Colby. (Nov., p. 22-27). 

Market Share and Profits: Does Marketing Matter? Barry I. Deutsch. 
(Dec., p. 12-17). 

Desktop Publishing: Your Corporate Identity on the Line. Kenneth M. 
Morris. (Dec., p. 18-23). 


MARKETING PLANNING 

A Conversation with Visa’s Chuck Russell. Barry I. Deutsch. (Mar., p. 
12-17). 

The Challenge of Hard Times. Andrea Green. (Mar., p. 18-21). 

Viewpoint: Non-Bank Credit Cards: Who's Afraid of AT&T? (Mar., p. 
30-31). 

Electronic Banking: Building a Bank Network Brand Identity. 
Elizabeth A. Taylor. (Mar., p. 32-34). 

Budget Crunch Requires Creative Solutions. James Turner. (Sep., p. 
34-35). 

Show Stopper. Vince DiPaolo and David A. Simmons. (Oct., p. 24-29). 

More Banks Are Going Direct: A Report on Direct Marketing. James E. 
Turner. (Dec., p. 29-31). 


MICROMARKETING 

Micromarketing for the Branch Network. William J. Carner. (June, p. 
26-28). 

Identifying Micromarkets at the Branch Level. Stephen M. Herz and 
James P. Schultz. (Aug., p. 18-21). 


PRICING 
Opportunities vs. Ethics. Phillip D. White. (Nov., p. 18-21). 


PRIVATE BANKING 

The Need for a Sales Culture in Private Banking. David Ross Palmer 
and Margery F. Blume. (Apr., p. 58). 

Bankers Trust Sheds Its Stodgy Image As Private Bank Woos the New 
Money Set. (June, p. 41). 

Sovran Adds Pitch ‘Personal Private Banker.’ (June, p. 42). 

Private Banks Roll Out Full Menu of Retail Products. (June, p. 42-43). 
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Thrift Bills Itself As ‘Florida’s Private Bank.’ (Aug., p. 23-24). 
East Coast Private Banks Descend on Affluent L.A. (Oct., p. 35). 


PRODUCT DEVELOPMENT 
First Tenn. Offers Add-On CD As Lure for ‘Yuppie’ Market. (Jan., p. 8). 
24-Hour Automated Service for Hearing Impaired Debuts. (Mar., p. 7). 
Debit Cards Start to Make Their Move As Surprise Banking Product of 
the ‘90s. Howard Cohen. (Mar., p. 22-25). 
Product Managers: Finding the Right Fit. Lauryn Franzoni. (May, p. 28- 
29, 31). 


Six Ss for New Product Success. James H. Donnelly, Jr. (May, p. 36-37). 
A Conversation with Douglas Anderson. Barry I. Deutsch. (June, p. 20-24). 
Image Processing Finds Success at First interstate. (July, p. 9). 


First Trust Broadens Product Mix to Lure ‘Boomers.’ (Aug., p. 23). 

Checking Enhancemenis: A 20-Year Retrospective. William C. Tomson. 
(Sep., p. 40-41). 

Bank Develops New Products, Campaign to Shed Old Image. (Dec., p. 7). 


PRODUCT MANAGEMENT 
A Conversation with Visa’s Chuck Russell. Barry I. Deutsch. (Mar., p. 
12-17). 
Non-bank Credit Cards: Who's Afraid of AT&T? (Mar., p. 30-31). 
Product Managers: Finding the Right Fit. Lauryn Franzoni. (May, p. 28-31). 
Six Ss for New Product Success. James H. Donnelly, Jr. (May, p. 36-37). 
Bank Develops New Products, Campaign to Shed Old Image. (Dec., p. 7). 


PUBLIC RELATIONS 

Staying Alive in a Hostile Environment. Kevin B. Tynan. (May, p. 38-39). 

Seedling Promotion Sprouts Environmental Theme. (May, p. 8, 12). 

When a Good Cause Is Also Good Business. Joseph Asher. (June, p. 
30-32). 

It Will Happen Here. Samuel D. Ostrow. (July, p. 24-26). 

Bank and Conservation Dept. Team Up to Help Endangered Falcons. 
(Sep. p. 13). 

New Priority for Banks Today. George M. Morvis. (Sep. p. 44-45). 

Seven Dynamite Ways to Get Your Bank Noticed. Denise Blackburn- 
Fields. (Nov., p. 37). 


REGULATIONS 
This Could Be the Year ‘Truth-in-Savings’ Becomes Law. Michael 
Gelb. (Jan., p. 42). 


SALES MANAGEMENT 

First Interstate, Tex., Joins in $5 Customer Service Promotion. 
QJan., p. 12). 

Tenn. Bank Steps Up Merchandise Effort in Grocery Promo. (Apr., p. 5). 

Mich. BHC Upgrades Product Knowledge in Employee Contest. (Apr., 
p. 5, 14). 

Savings Promotions Aren't Just Academic. (May, p. 7, 11-12). 

Referrals Plus Compensation = Profit Potential. Mike Higgins. (May, p. 
32-34). 

C&S ‘Super Season’ Brings in $620 Million. Spencer L. Dworkis. (June, 
p. 36-38). 

Bank of Hawaii ATMs Go Where Customers Go. (Aug., p. 7). 

Home Buyers Mortgage Office Opens with an All-American 
Promotion. (Sep., p. 6). 

Puzzle Pieces Attract Customers to New Branch. (Oct., p. 7-8). 

Sunglass Promo Serves Two-Fold Purpose. (Nov., p. 8). 


SENIOR CITIZENS MARKET 
Penn. Bank Finds Gold in Mini-Branches for Retirees. (Jan., p. 10). 
C&S ‘Super Season’ Brings in $620 Million. Spencer L. Dworkis. (June. 
p. 36-38). 
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Trust Is Best Bet for the Mature Market. Ronald A. Stahl. (Oct., p. 
30-31). 
SERVICE QUALITY 

First Interstate, Tex., Joins in $5 Customer Service Promotion. 
(jan., p. 12). 

Counter Plaques Point Up Teller Product Knowledge. (Jan., p. 12). 

Service Is King in the Deep South. Mary Colby and Karen Kahler 
Holliday. (Jan., p. 32-35). 

Customers Cannot Be Satisfied Until After They Are Not Dissatisfied. 
James H. Donnelly, Jr. (Jan., p. 40-41). 

A Conversation with Phillip Crosby. Barry I. Deutsch. (Apr., p. 22-27). 

Banking and the Baldrige Award. Keith Brinksman. (Apr., p. 30-32). 

100 Best Ideas About Service Quality and Customer Satisfaction. (Apr., 
p. 36-42). 

Deciding Where to Start on Service Quality. (Apr., p. 50-52). 

Four Bank Stories: Quality Service in Action. N. Lewis Prewitt. (Apr., 
p. 60-63). 

Fighting Internal Complacency: Key Bank of Utah’s Ongoing Quest. 
George E. Redd, III. (Apr., p. 62, 64). 

Centralizing Customer Service Operations: Fidelity Bank Relies on 
Technology. Jane Marie Nigro. (Apr., p. 63). 

Mistakes That Service Companies Make in Quality Improvement. 
Leonard L. Berry. (Apr., p. 68-69). 

Service Quality, Sales Skills Still Seen on a Decline. (June, p. 6, 12). 

How Does Service Quality Fit into Your Bank’s Budget Picture? Mary 
Colby. (June, p. 34-35). 

Credit Suisse Makes Good on Motto’s Promise. Christoph W. 
Oggenfuss. (Apr., p. 61-64). 

Using Service to Outperform the Competition. Susan B. Wood. (Sep., 
p. 37-38). 

First Chicago Finds Cure for Phone System Malady. (Sep., p. 38-39). 

Analysis Solves Performance Measurement Dilemma. (Oct., p. 40). 

Quality Service University: First of America Takes Action for Service 
Improvement. Connie Remenschneider and Robert Hall. (Nov., p. 33-34). 

Exploring the Frontiers of Superior Customer Service...Turning 
Commitment into Action. (Nov., p. 34-35). 

The People That Write the Ads Don’t Have to Meet the Customers. 
James H. Donnelly, Jr. (Dec., p. 38-39). 


SMALL BUSINESS 

Outside Directors: A Winning Sales Team for a St. Louis Bank. Richard 
Ringer. (Feb., p. 24-27). 

Understanding What Small Business Wants: A Key to Segmentation. J. 
Russell Baker. (Mar., p. 38-39). 

Bank Aims to Help Businesses Survive. (Dec., p. 60). 


TRUST MARKETING 
Bankers Trust Strategy Targets ‘Intermediaries.’ (Feb., p. 36-37). 
Trust Marketing...It Should Start with Consumer Research. Henry M. 
Gridley and Nancy L. Brenner. (Apr., p. 56-57). 
Direct-Response Videos Steers Trust Prospects to Banks. (Apr., p. 59). 
Building Trust Relationships with Younger Customers. (June, p. 43). 
Trustmark Invokes Athletic Imagery to Stress Its Disciplined approach. 
‘(Aug., p. 22). 
First Trust Broadens Product Mix to Lure ‘Boomers.’ (Aug., p. 23). 
Checklist Helps Trust Officers Evaluate System. (Aug., p. 24). 
Challenged by Competition. Harold G. Bell, Jr., and Robert D. 
Neathawk. (Oct., p. 30-31). 
Trust Is Best Bet for the Mature Market. Ronald a. Stahl. (Oct., p. 30-31). 
Boatmen’s Joins Western Migration, Opens L.A. Trust Office. (Oct., p. 33). 
Northern Trust Goes for Broke with ‘Private Safety.’ (Oct., p. 34-35). 
Offitbank Seeks to Expand Affluent Niche with Trust. (Dec., p. 32). 
Workshops Help Bank Build Trust Relationships. (Dec., p. 34). @ 
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